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[bookmark: _Toc217265091]1. Introduction
Modern international business landscape has been typified by a fast-evolving technology, stiff international competition, and evolving consumer demands. Strategic management allows companies like Currys PLC to critically examine their internal and external environments in a systematic manner especially where they are seeking international expansion as an avenue to long-term growth in markets that are already saturated. The company reviewed in the present report is Currys PLC, one of the most prominent omnichannel retailers of consumer electronic products and household appliances, and analyses its possible entry into the United Arab Emirates. In the case of Currys PLC, the international expansion is considered a strategy that can help the company diversify its revenue streams, capitalise on the proven operational capacity, and consolidate its market presence across all markets throughout the world. UAE has been chosen based on its robust economic scenario, sophisticated consumers with technological advancements as well as the presence of a regional retail centre. The report also examines the entry mode and the competitiveness of Currys PLC into the UAE market using strategic management frameworks.
[image: Currys Transforms Instore and Online Customer Experience | Currys PLC]
Figure: Currys PLC logo (Barney, 2018).

[bookmark: _Toc217265092]2. Selection of Organisation and Target Market
[bookmark: _Toc217265093]2.1 Overview of Currys PLC
Organisational Background
Currys PLC is an omnichannel retailer with special interests in the consumer electronics, domestic appliances, and technology solutions. The organisation has a model that is built around both physical and digital retail services that have allowed it to provide value to customers based on product variety, technical skills, and excellent customer service (Johnson et al., 2020).
Business Model and Value Proposition.
The Currys PLC business model focuses on offering retail convenience together with value added products like installation, post-sales services, technical support and advice. This is a service-based model that improves customer satisfaction and also makes the firm not to be confused with the simple price cutters. Integrated service and retail allow building loyalty to customers and creating long-term value (Barney, 2018).
[image: 10,300+ Business Model Stock Photos, Pictures & Royalty-Free Images - iStock]
Figure: Business model (Cavusgil et al., 2020).


Essential Competencies and Strategic Strengths.
Currys PLC has supply chain management, integration of the omnichannel, and the customer service delivery core competencies. These abilities will help the company to act efficiently to evolving consumer needs and technological patterns. The business has a good potential of expansion into new competitive markets globally, using its expertise and ability to adapt to its operations (Teece, 2018).

[bookmark: _Toc217265094]2.2: Reason behind the choice of United Arab Emirates (UAE).
Infrastructure and Economic Standing Market Investment Appeal.
United Arab Emirates is a promising international expansion market with stable macroeconomic conditions, high disposable income, and an impressive level of consumer interest in technology as a method of product development. The business-friendly policies and diversified economy in the country encourage foreign investment and favourable environment to grow and enter the retail (Peng, 2022).
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Figure: Customer behaviour (Johnson et al., 2020).


Consumer Behaviour and Technological Orientation.
The UAE customers are characterised by the high level of dispensation of digital technologies and a high level of demand on high-end electronic products. The presence of this technologically advanced consumer market is one that is very close to the product portfolio and services that Currys PLC offers. (Cavusgil et al., 2020).
Strategic Fit and Organisational Objectives.
The expansion into the UAE is in line with the strategic goal of Currys PLC to diversify its revenues by going beyond the mature European markets. The fact that the region is a business hub in the Middle East also increases its strategic position, providing future chances at regional expansion and the possibility of long-term development (Yip & Hult, 2018).

[bookmark: _Toc217265095]2.3 Strategic-based Justification on Organisation-Market Alignment.
Misfit of Resources and Market Requirements.
Demands of the UAE market are the high quality of produced goods, excellent service support, and digital integration. The developed resources and capabilities that Currys PLC has can be matched well to these expectations. Its position in the market and competitiveness is supported by its capacity to take advantage of operational knowledge, customer-centred approaches to markets (Grant, 2019).
Risk Diversification and Growth Potential.
Growth into the UAE would make Currys PLC less reliant on competitive local markets as it exploits the high-growth opportunities. Geographic diversification improves the organisational resilience and contributes to the long-term strategic sustainability through diversifying risk in different markets (Hitt et al., 2020).


[bookmark: _Toc217265096]3. Comprehensive Strategic Analysis
[bookmark: _Toc217265097]3.1 PESTLE Framework
Political Environment
The UAE has a stable political regime which is facilitated by long term national development policies and effective governance structures. Stable governments lower the levels of uncertainty among other foreign investors and various strategic thinking towards long-term business in retail (Peng, 2022).
Investment of Foreign Investment by the government.
The UAE government is very welcoming to foreign direct investment by way of liberalisation of ownership laws and business conducive policies. The administrative barriers to the multinational firms are also mitigated by special economic zones and simplified licencing procedures. All these steps make the UAE more appealing to international retailers to expand their operations in the region (Dunning and Lundan, 2016).
[image: PESTEL Analysis: A Comprehensive Guide for Strategic Planning]
Figure: PESTEL analysis (Grant, 2019).



Previous Economic Growth and Levels of Income.
The economy of the UAE is typified by high per capita income, low unemployment rates and economic growth. High consumer spending power favours demand of the high end electronic products and household gadgets. These economic factors provide profitable revenue-making chances to the retailers that focus on the consumers with a high level of technological sophistication (Cavusgil et al., 2020).
Retail Market Development
The UAE retail industry still grows with the help of shopping malls, online technologies, and immersive retailing ideas. There is also high demand of electronics due to high consumer expenditure and tourism industry. This is an economic condition that enables growth strategies that are scalable and justifies entry to the market by old international retailers (Grant, 2019).
[image: No photo description available.]
Figure: Business trend (Teece, 2018).
Social and Cultural Diversity
The UAE population is very diverse and comprises expatriates of various cultures. This diversity-based environment predisposes diversity in consumption patterns and demand of global brands. Retailers are forced to make adjustments to offer differentiated products that appeal to the needs of different preferences without altering the brand name and the quality of provided services (Johnson et al., 2020).
The Trends in Lifestyle and Consumption
The UAE consumers demonstrate lifestyle-based purchasing behaviour where there is high interest in the innovation, convenience, and premium products. A high urbanisation rate and digital literacy influence consumer values of smooth retailing. These patterns are in line with the fact that Currys PLC focuses on retail and customer service differentiation through the use of technology (Rothaermel, 2021).
Technological Infrastructure
UAE is a state leader in digital infrastructure, as the internet is available to many people, and telecommunication networks are well-developed. The smart city efforts by government drive digital use in industries (Teece, 2018).
E-Business and Dynamic Adoption.
The e-commerce in UAE is highly penetrating as it is supported by safe payment systems and logistics infrastructure. Consumers turn out online more to research about a product and make purchases. To stay competitive in this highly developed technologically market, retailers should be able to incorporate the digital capabilities (Peng, 2022).
Regulatory Frameworks and the Law.
The legal environment of the UAE has been transformed to enhance the aspects of transparency, protection of intellectual property and business regulation. Certainty in the law boosts operation security and facilitates long term investment decision (Dunning and Lundan, 2016).
Consumer Protection and Compliance
The retailers that have operation in UAE should observe compliance with consumer protection laws, warranty, and pricing laws. Compliance will make the operation more expensive yet the consumer confidence. Companies that are able to cope with regulation requirements well may be able to promote the brand name and trust of consumers in the market (Grant, 2019).



Environmental Expectations of Sustainability.
The issue of environmental sustainability is on the rise in the strategic planning of the UAE. Retailers are also more and more likely to take on eco-friendly energy consumption and conscientious waste disposal. Sustainability practises create differentiation and alignment in response to the changing consumer values and regulatory requirements (Whittington et al., 2017).
Corporate Responsibility and Reputation.
Companies that exhibit environmental and social responsibility have more chances of developing favourable brand perceptions in UAE. Long-term legitimacy and trust of the stakeholders are related to the strategies that are aimed at sustainability. Business practises should be aligned with the environmental objectives to promote sustainable competitive advantage in the global market (Wenzel et al., 2021).
[image: Corporate Social Responsibility and Environmental, Social, and Governance -  A Simple Guide | TheGivingMachine]
Figure: Corporate responsibility (Hitt et al., 2020).




[bookmark: _Toc217265098]3.2 Industry, Competitive Landscape Analysis.
Industry Characteristics
Rapid change in technology, short product life and high competition characterise consumer electronics retail industry. The retailers have to keep on changing the products and model of the service to meet the ever-changing consumer expectations. These materials of the industry maximise the complexity and strain of the strategy (Porter, 2019).
Market Growth Drivers
Innovation cycles, great disposable income, and a great interest in smart technologies make the UAE grow in its markets. The high level of demand of the high-level electronics and home appliances justify the continuous growth of the industry. The retailers who can match these drivers will be able to compete in the long-term growth opportunities (Cavusgil et al., 2020).
Threat of New Entrants
New entrants have moderate threat in the UAE consumer electronics retail market because of capital requirement, economies of scale and brand recognition. Nevertheless, the government policies and open trade regulations facilitate entry barriers. This dynamic adds an extra competitive pressure, and creates a need to seek strategic differentiation in established retailers (Porter, 2019).
[image: What Is Brand Loyalty?]
Figure: Brand loyalty (Rothaermel, 2021).

Economies of Scale and Brand loyalty.
Established retailers enjoy economies of scale on purchases, marketing and transportation. Critical brand loyalty also inhibits the success of new entrants in terms of acquiring market share at a fast rate. The established reputations of firms can also take advantage of scale benefits to ensure that they continue to stay competitive and also provide some defensive against new entrants (Grant, 2019).
Supplier Bargaining Power.
Consumer electronics suppliers have a high bargaining power because of the brand dominance and product differentiation. Multinational producers control the price and distribution conditions. To guarantee the attainment of favourable conditions and avoid the risk of dependence on suppliers, retailers need to have strategic partnership and purchasing volume (Hitt et al., 2020).
Concentration and Dependency of supplier.
The electronics industry has a high concentration among the suppliers, which poses the threat of dependency to retailers. Mobile sources have limited alternatives, which means that negotiating is minimised. It is thus a core strategy to effective supplier relationship management and diversification strategies to ensure the stability in operations and cost competitiveness (Rothaermel, 2021).
[image: What is Consumer Behavior Research? Definition, Examples, Methods, and  Questions]
Figure: Customer behaviour (Hitt et al., 2020).
Customers have a reply of power.
The bargaining power of customers in the electronics market of the UAE is high as it is associated with transparency in price and various channels of purchasing. To win customer loyalty, retailers should match each other by the quality of their service providers, value-added services, and the customer experience (Johnson et al., 2020).
Customer Switching Behaviour.
The low switching costs will allow customers to switch their retailers with the aid of price or promotions. Such behaviour increases the levels of competition and margins pressure. Service excellence and brand trust differentiation becomes vital when it comes to the power of the decision concerning the repetitive purchase (Porter, 2019).
Potential Threat of Substitute Products.
The substitution threat within electronics retail market is moderate, and is mainly triggered by the high rate of technological development and not by other products. Regular updates of the products lead to replacement demand. To stay relevant and competitive, retailers should synchronise the inventory strategies with the processes of innovation (Cavusgil et al., 2020).
[image: ]
Figure: Substitute goods (Wenzel et al., 2021).


Effects of Technological Obsoleteness.
The effect of technological obsolescence increases speed of replacing products and inventory risk. The retailers are under pressure of keeping the stock to a minimal and still provide latest innovations. A close cooperation with suppliers and strategic future forecasting are needed to reduce losses and keep up with the market (Grant, 2019).
Strong of Competitive Rivalry.
The level of competitive rivalry in the UAE electronics retail business remains at a high level because of the presence of international brands and robust regional competitors. Competition is heightened by aggressive pricing, campaigns as well as service differentiation. The maintenance of the market share requires consistent strategic adjustment and innovation (Johnson et al., 2020).
Competition on Price and Margin Pressure.
Discounting and promotional activity have become commonplace and are putting strain on the profitability of the industry. Retailers are left in a situation where they have to compromise on pricing in competition and control costs and investment in services. Non-price competition positioning helps to protect profitability and resilience in the long term (Rothaermel, 2021).










[bookmark: _Toc217265099]3.3 Internal Strategic analysis 
Resource Based View of the Firm.
The resource-based perspective puts focus on the internal resources of Currys PLC as a competitive advantage. Value can be created with tangible assets like logistics infrastructure and also intangible ones like brand reputation. The proper utilisation of resources improves the competitiveness of the firm in the global context (Barney, 2018).
Market Reputation and Brand Equity.
The PLC brand image of Currys has a reputation of quality products that are accurate and technologically advanced. Equity on the brand raises consumer confidence and minimises perceived risk in entering a market. The rapid market penetration and competitive positioning can be facilitated with the help of leveraging on the brand reputation in the UAE (Grant, 2019).
Core Capabilities VRIO Analysis.
The omnichannel capability of Currys PLC can add values to the customers by making it more accessible and convenient. Although these capabilities are not very uncommon, their combination in the organisation helps achieve such parity with regard to competition. The effectiveness of these capabilities can be enhanced by organisational alignment as a contributor to expansion (Barney, 2018).
[image: ]
Figure: Market reputation (Barney, 2018)
Customer Care and Technical skill.
The focus on technical support and after-sales service is an attribute worthwhile by the firm operating on a service-based retail environment. The competitive positioning in the challenging global markets may be reinforced by the service differentiation that lowers the price sensitivity and enhances the positioning in the competitive framework, regardless of the market demand (Rothaermel, 2021).
Capabilities- Supply Chain and Logistics
Currys PLC has expertise in operations of complex supply chains in several markets. Timely availability of products and cost control is through efficient logistics. These are capabilities needed to work in the rapid-paced retailing setting in the UAE and satisfy its customers (Hitt et al., 2020).
Scalability and Efficiency of Operations.
Efficiency in operation helps Currys PLC to be able to scale its activities whilst being able to discipline the cost. Consistency in service delivery is supported by standardised processes and systems of performance monitoring. Scalability makes the business more adaptable to changes in the market and the trends of the demand (Grant, 2019).
Cyber Integration and Data Monetisation.
The digital platforms used by the organisation facilitate decision making that is data driven and personal customer engagement. Digital integration assists in the effectiveness of marketing and optimisation of operation. It is strategic responsiveness and competitive advantage in technologically advanced markets that are leveraged by using data analytics (Teece, 2018).





[bookmark: _Toc217265100]3.4 Critical Assessment of Strategic Frameworks.
There are strengths of the PESTLE Analysis.
PESTLE analysis is a broad summary of external macro-environment that may drive them into international expansion. It improves environmental consciousness and promotes strategic planner. Nevertheless, by being descriptive, it restricts its forecast capabilities of dynamic relationships between environmental factors (Johnson et al., 2020).
Weaknesses of Porters Five Forces.
The Five Forces by Porter are an effective way of gauging the industry structure and competition. However, the model also presupposes steady market conditions and it might not take into consideration innovation, digital disruption, and strategic collaboration. These drawbacks minimise its explanatory capabilities in the fast-changing retailing conditions (Porter, 2019).
Assessment of the Resource-Based View.
Resource-based view emphasises that internal capabilities are very crucial in the realisation of competitive advantage. Nevertheless, it might be underestimating external institutional and cultural influences that influence international expansion. The added value of introducing outside analysis increases the topicality of this view (Barney, 2018).
[image: Porter's Five Forces: The Ultimate Competitive Strategy Blueprint | TSI]
Figure: Potters five force (Cavusgil et al., 2020)
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[bookmark: _Toc217265102]4.1 Strategic Goals of expansion into the UAE Market.
Ansoff’s Growth Matrix
Market Penetration
The strategic aim of the expansion of Currys PLC into the UAE is to facilitate sustainable growth of revenue through the penetration of high-income and technology-focused market. The creation of the initial presence in the market will allow the organisation to seize the new demand and establish brand recognition, as well as customer relationships over the long term (Peng, 2022).
Diversification Strategy of Revenue.
The move to the UAE promotes the goal of Currys PLC in diversifying the revenue base outside of the bedrock markets in Europe. The geographic diversification decreases the sensitivity of organisations to regional economic variations and makes organisations resilient. The strategy not only promotes growth in the long term internationally, but also intensifies financial stability (Hitt et al., 2020).
[image: C:\Users\FB PC\Desktop\Ansoff_Matrix.jpg]
Figure: Ansoff’s Growth Matrix (Johnson et al., 2020).

Product Development and Positioning.
The other strategic goal is to position Currys PLC as a reputable technology and electronic retailer in the UAE. Good brand positioning in terms of service quality and technical competence give rise to customer confidene (Grant, 2019).
Market Development
Currys PLC can use several market entry modes and they include exporting, franchising, joint venture and wholly owned subsidiary. All the options have varying degrees of control, risk and levels of resource requirement. A strategic assessment is necessary to optimise the entry mode selection and organisational goals and risk-taking capacity (Cavusgil et al., 2020).
Porter’s Generic Competitive Strategies
Differentiation Based Competitive Strategy.
The approach that Currys PLC needs to embrace in the context of the UAE market is differentiation strategy, focusing on the quality of services, technical knowledge, and customer experience. Differentiation minimises the use of price competition and assists high-end positioning. The strategy is consistent with consumer anticipations of high levels of service in the UAE retail sector (Porter, 2019).
[image: ]
Figure: Porter’s Generic Competitive Strategies (Barney, 2018).
Service New and Value-Added Gifts.
Value-added services provided like installation, extended warranties and technical services improve the value perception. A service innovation makes the relationships between customers strong and costs of switching high. These services have competitive advantages that cannot be easily duplicated, even by competitors (Verbeke and Asmussen, 2022)
Omnichannel Integration Strategy.
Optimised omnichannel approach can be used to provide to facilitate two-way communication between online and brick-and-mortar retail environments. Omnichannel convergence results in better convenience and access and automates data-driven personalisation. This move goes in line with the digital maturity of the UAE and will help to develop the scalable growth of retailing through the flexibility of formats (Teece, 2018).
[image: ]
Figure: Omnichannel integration (Porter, 2019)
Differences between the local and standard-form.
Currys PLC has to strike a balance between standardisation globally and adaptation locally to satisfy the European and Arabic preferences of the UAE consumers. Although the values of the core brand and service norms are the same, the products range and marketing messages must reflect local cultures. Relevance and operational effectiveness are pegged on this balance (Yip and Hult, 2018).


Entry Mode Strategy
Reasons to use Joint venture Entry Mode.
The UAE market entry strategy should be a joint venture because of the complexity of regulations and culture. A joint venture would grant it knowledge of the market, distribution channels and regulatory experience. (Dunning and Lundan, 2016).
Capability Leveraging and Learning.
The expansion into the UAE has the potential of organisational learning and capability building. Knowledge and innovation are facilitated by exposure to technologically develop and the culturally diverse market. The international experience is also used to reinforce dynamic capabilities and increase the prospects of global expansion in the future (Teece, 2018).
Risk Balance and Strategic Control.
Job ventures allow Currys PLC to adopt strategic control and risk sharing. Partnerships lessen the financial risk but leave the firm able to utilise its operational and brand management capabilities. This balance facilitates the successful entry to the market and the maintenance of the opportunity to adjust strategies depending on performance in the market (Narayanan et al., 2021)
Speed of Market Entry
Forming partnership with a local company is also a fast-track to market penetration because it capitalises on relationship and infrastructure already available. The speed of entry helps Currys PLC to be able to exploit first-mover advantages in the selected segments. The speed is important especially in markets that are driven by technology and have high-innovation cycles (Rothaermel, 2021).




[bookmark: _Toc217265103]4.2 Leveraging identified opportunities
Corporate Strategy Alignment.
The proposed UAE expansion is in line with the overall corporate strategy of sustainable international expansion as developed by Currys PLC. The firm is boosting its long-term strategic focus by capitalising on available strengths to develop new markets with huge potential in terms of growth. Strategic alignment is a guarantee of consistency between corporate goals and strategies at the level of the markets (Johnson et al., 2020).
Organisational Governing Model and Structure.
The organisational structure needs to ensure the coordination of operation between local operation and headquarters in order to effectively implement them. Decision-making and performance oversight are made easy through the available clear governance mechanisms. Good leadership and accountability systems increase the efficiency of strategic implementation and efficiency (Kano et al., 2020)
[image: Change Management in IT: Explained]
Figure: Change management (Hitt et al., 2020)

Innovation and Continuous Improvement.
Human resource management is very important in implementing the strategy. Hiring the local talent and bringing the organisational knowledge with one hand facilitates the cultural fit and consistency in services. The training programmes help to build employee capabilities, as well as match the workforce performance to the strategic goals (Rothaermel, 2021).
Adaptability and Change Management.
The global expansion requires organisational change and flexibility. There is possible resistance to change that can result in impediments to the effectiveness of the implementation. Employee engagement and effective strategic transitions in new market conditions are promoted with the help of structured change management processes and open communication (Wenzel et al., 2021).
Sustainable Competitive Advantage.
The differentiation strategy of Currys PLC helps in ensuring sustainable competitive advantage based on the quality of services and customer experience. Long term positioning is enhanced by constant investment in capabilities and from innovation. Sustainable advantage decreases the susceptibility to price-based rivalry and an increase in the market strength (Hutzschenreuter et al., 2021)









[bookmark: _Toc217265104]4.3 Risk Identification and Strategic Thinkings.
Competitive and Market Risks.
There is a high market risk of having intense competition with the well-established regional retailers. The market penetration can be hampered using aggressive pricing and promotional strategies. To avoid this threat, Currys PLC will need to address this need by ensuring differentiation, brand positioning, and creative innovation in its service delivery in order to maintain their competitive edge (Ghemawat, 2020)
[image: What is Market Risk and How Do You Avoid it? - IG UK]
Figure: Market risk (Grant, 2019).
Cultural and Operational Problems.
Through cross-cultural differences and management of the workforce, operational issues arise during international expansion. Inconsistency in the organisational practises and local norms can influence performance. The training of cultural awareness and integration of local talents can ensure the successful functioning and minimise the chance of implementation risks (Cavusgil et al., 2020).
Risks of Regulations and Compliance.
Regulatory compliance is one of the major risks affecting the market entry of the UAE because of changing legal requirements and specific regulations. The consequences of failure to do so could include fines and publicity. Creating partnerships with local organisations and legal control may minimise the uncertainty of compliance and operations break (Dunning and Lundan, 2016).
Financial and Investment risks.
The resources and personnel needed in the market entry are very huge in terms of financial commitment in regards to the infrastructures, marketing, and manpower. Joint venture risk-sharing, and gradually increased investments can result in the reduction of the financial risk and a resulting increase in capital efficiency (Hitt et al., 2020).
[image: ]
Figure: Financial investment (De Villa et al., 2020)
Supply Chain Risk and Operational Risk.
The dependence on overseas suppliers and the logistics chain is a threat to operations because of supply chain disruptions. Delays or increase in costs can go through the product availability and customer satisfaction. Operation resilience and continuity are facilitated by supplier diversification and the deployment of effective inventory management (Grant, 2019).
Risks in Technologies and Cybersecurity.
Dependence on digital platforms will create more vulnerabilities regarding cybersecurity threats and system failures to Currys PLC. Customer trust and regulatory compliance may be compromised by the occurrence of data breaches. To ensure security of operations and consumer confidence, it is necessary to invest in safe digital infrastructure and data protection solutions (Teece, 2018).


[bookmark: _Toc217265105]5. Performance Evaluation Framework
[bookmark: _Toc217265106]5.1 Design a Balanced Scorecard
Balanced Scorecard for Currys PLC – UAE Market Entry
1. Financial Perspective
(Which financial performance do Currys PLC need in order to perform well in the UAE)?
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Rationale

	Achieve revenue growth in UAE
	Annual growth rate of revenue (local operation)
	≥ 12% per annum
	Measures success of market penetration and demand capture

	Improve profitability
	Operating profit margin (UAE)
	≥ 8–10%
	Guarantees survival even in the face of a stiff competition.

	Maximise return on investment
	ROI on UAE expansion
	Positive within 3 years
	Assesses financial sustainability of the expansion.

	Control operating costs
	Operating cost control 

	Below industry average
	Support differentiation and does not hurt profits (Contractor, 2021)


[image: Balanced Scorecard : Strategic Management System-2]
Figure: Balanced scorecard (Rothaermel, 2021).
2. Customer Perspective
(What will UAE customers think of Currys PLC?
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Rationale

	Establish powerful brand recognition 	
	Brand recognition rating in UAE 	
	≥ 60% within 2 years
	Critical 2 years to compete with established retailers

	Increase customer satisfaction
	Customer Satisfaction Index (CSI)
	≥ 85%
	Reflects the difference in quality of service and experience differentiation.

	Enact more loyalty of the customers
	Customer retention rate
	≥ 70%
	Minimises switching behaviour in a price-sensitive market.

	Provide higher quality experience of service
	Net Promoter Score (NPS)
	≥ +40
	Reflects preference and recommendation of service-based retailing (Wenzel et al., 2021).



3. Internal Business Process Perspective
(What activities should Currys PLC perform well in internally)?
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Rationale

	Establish effective supply chain
	Industry benchmark or better	
	Industry benchmark or higher
	Reduces the risk of being obsolete through technology.

	Provides accurate online-offline integration
	Supported by reliable omni-channel operations


	≥ 98%
	Elements of online integration (Clegg et al., 2021)

	Pushes efficiency in service delivery
	Average service response time
	< 24 hours
	Enhances differentiation using customer service.

	Increased partner cooperation	
	Issues operational milestones on joint ventures
	100% on schedule
	Guarantees competent local market performance (Grant, 2019).




4. Learning and Growth Perspective
(What can Currys PLC do in order to maintain innovation and capability development?)
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Rationale

	Skilled labour supply	
	Hours training/employee
	≥ 40 hours annually
	Develop technical skills and service levels (Burgelman et al., 2023)


	Encourage employee participation
	Employee participation scale
	≥ 80%
	Conducive to productivity and adoption of change.


	Hones digital capacities
	Share of decisions made with data
	≥ 70%
	Makes innovations in a technology-driven market.

	Promotes organisational learning
	Knowledge-sharing programmes deployed
	Minimum 4 per year
	Facilitates the long-term international capability building (Johnson et al., 2020).







5. Sustainability & Corporate Responsibility Perspective
(What does the Currys PLC do to generate long-term societal and environmental value?
	Strategic Objective
	Key Performance Indicator (KPI)
	Target
	Strategic Rationale

	Enhance on the environment performance
	Ratio energy-efficient operations proportion
	≥ 30% renewable/efficient usage
	Conforming to the UAE sustainability agenda.


	Reasonable renewable/efficient use
	Support responsible sourcing
	100%
	Guarantees brand image and regulatory standards.

	Improves corporate reputation
	ESG performance rating
	Continuous annual improvement
	Long term trust building amongst the stakeholders.

	Continuous annual improvement
	Minimise waste and emissions (Afuah, 2020)
	≥ 75%
	Vindicates sensible science in electronics retailing (Kaplan and Norton, 2020).











[bookmark: _Toc217265107]5.2 Key Strategic Control Mechanisms and Key Performance Indicators.
Financial Performance Indicators.
The financial KPIs that include the growth of revenue, profit margins and turnover of investment give an indication on the economic feasibility of the expansion into UAE. These tools evaluate the contribution of the expansion to the financial performance of the organisation. Keeping track of financial performance promotes the allocation of resources and investment promotion over the long term (Hitt et al., 2020).
[image: 6 Key Performance Indicators (KPIs) for Online Business Success]
Figure: KPI (Cavusgil et al., 2020).
Customer Perspective Measures.
Some of the customer-centred KPIs are customer satisfaction, retention rates and the level of brand awareness in the UAE market. These actions evaluate the efficacy of service quality and value propositions. A good market facilitator can be indicated by a strong customer performance situation, indicating a strong positioning and competitive advantage in service-based retailing (Rothaermel, 2021).
Internal Process Performance Measures.
Internal process KPIs assess the performance of operations, reliability of the supply chain and effectiveness of service delivery. Tracking these indicators is useful in optimisation of processes and controlling of costs. Effective internal processes improve the customer experience and aid the maintenance of performance both at physical and online retail connexions (Grant, 2019).
Learning and Development Coworkers.
KPIs that relate to learning and growth revolve around training employees, helping them develop skills, and transfer knowledge within the organisation. These metrics measure the capability of the organisation to accommodate innovation and flexibility. Workforce development enhances the long-term capacity building and facilitates the international growth that is sustainable (Teece, 2018).
Sustainability Metrics and Responsibility Metrics.
The integration of sustainability KPIs will increase the congruence with environmental and social demands in the UAE. Exist metrics that are social responsibilities in energy efficiency and responsible sourcing. The performance related to sustainability helps to build reputation and trust of long-term stakeholders in the international market (Whittington et al., 2017). 


[bookmark: _Toc217265108]6. Conclusion
This report has outlined an overall organisational expansion strategy of Currys PLC with an entry into the United Arab Emirates as a strategically appealing international market. The analysis via the implementation of the established strategic management frameworks revealed how global organisations can manoeuvre through the complex and dynamic international environment through matching the internal capabilities with the external market conditions.  The combination of various analysing models offered a comprehensive evaluation of the opportunities and risks, which allows making evidence-based decisions. Based on this analysis, a differentiation-styled strategy aligned with joint venture market entry. Moreover, the creation of the Balanced Scorecard-based performance assessment framework accentuated the importance of strategic control and measurement as the key to success of the implementation. The framework helps in tracking progress of the monitoring and strategic adjustment by integrating financial, customer, internal process, learning, and sustainability measures. On the whole, this report shows that an effective and theoretically informed strategic management can be considered the key to successful.
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